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TIIVISTELMÄ
Nykypäivänä Case yritys toimii 59:ssä eri maassa ja sen tuotteita myydään yli
140:ssä eri maassa ympäri maailman. Case yrityksen tuotteita on käytössä
sairaaloiden ja muiden terveydenhuoltolaitosten jokaisella osa-alueella. Tämä
opinnäytetyö keskittyy tarkastelemaan Case yrityksen Suomen osastoa.
Opinnäytetyön tavoitteena on tuottaa Case yritykselle käytännöntyökalu, jonka
avulla voidaan lisätä asiakassitoutuneisuutta. Työkalun perustana on asiakkaiden
segmentaatio malli, joka on kehitetty asiakaskyselyn pohjalta. Kysely toteutettiin
asiakastyytyväisyyskyselynä, jossa käytettiin niin kvantitatiivistä kuin
kvalitatiivistä menetelmää. Lähtökohtana oli kuvata Case yrityksen tämänhetkinen
myyntiprosessi ja tunnistaa sen heikoimmat kohdat. Opinnäytetyön toisena
tavoitteena oli tunnistaa asiakkaiden ostopäätökseen eniten vaikuttavat tekijät.
Tämän jälkeen myyntiprosessia verrattiin asiakkaiden tarpeisiin. Vertailun
pohjalta myyntiprosessia muokattiin asiakaslähtöisemmäksi.
Asiakaskysely tuotti suuren määrän arvokasta tietoa, jota voidaan tutkia ja
jatkojalostaa tulevissa kehitysprojekteissa. Uusi asiakaslähtöinen toimintamalli
luotiin jakamalla asiakkaat kolmeen eri segmenttiin. Segmentointikriteerinä
käytettiin asiakkaan toivomaa tapaamisväliä Case yrityksen edustajan kanssa.
Jokaiselle segmentille annettiin yksilöllinen asiakaslupaus. Segmentoinnin
tarkoituksena on tuottaa lisäarvoa Case yrityksen asiakkaille.
Avainsanat: asiakkuudenhallinta, case yritys, sitouttaminen, segmentointi,
lisäarvo.
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ABSTRACT
Today, Case Company is operating in 59 countries and its products are sold in
more than 140 countries worldwide. Case Company’s products are used in most
every area of the hospital, and in many other health care settings. This thesis
focuses only on Case Company’s division in Finland. The contracts are mainly
two years fixed contracts.
The aim of this thesis was to provide Case Company new tools to increase the
level of customer commitment. The tool includes CRM segmentation model. The
research was implemented as a survey and both quantitative and qualitative
methods were used. The starting point was to describe Case Company’s current
selling process and to recognize its weaknesses. The second aim of the thesis was
to identify the key factors of customer’s buying behavior and motives. After
finding out the gaps between Case Company’s selling process and customer’s
wants and needs the selling process was modified to be more customer-oriented.
The inquiry produced a vast amount of valuable information. The gathered
information can be used in the upcoming development projects. The new
customer-oriented approach was created by dividing customers into three different
segments based on the desired interval between the meetings with the
representative. Every segment received its individualized promise. The aim of the
segmentation is to bring added value to Case Company’s customers.
Key words: CRM, Case Company, commitment, segmentation, added value.
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11 INTRODUCTION
In this version of thesis the real name of the Case Company is changed, based on
the commission agreement with the Company.
The objective of this thesis is to find ways to increase Case Company's customer
loyalty. Customer loyalty should be number one in the company's priority list. It is
a vital matter to the company. It can not be delegated or avoided. It is important
for the company to determinate the customers expectations and base their actions
on customer loyalty. (Rubanovitsch & Aalto. 2007, 84.)
By finding out what the customers value the most and the least the aim can be
achieved. After finding out the aim, the objective can be solved and the level of
commitment can be evaluated. Different bond types can be created after finding
out customers’ wants and needs.
The methods used in this thesis are unstructured interviews, gathering data from
the written references, partly quantitative and partly qualitative inquiry and
analyzing the gathered information. Unstructured interviews are used to gather
information directly from the representatives of Case Company. The data is
gathered from various, up to date, sources. The sources are selected critically and
from the sources that investigate the theories from business-to-business –points of
view. The inquiry is planned to correspond with the theory.
The study is designed to develop the sales process in a way that it corresponds
with the aim to add customer loyalty.
1.1 Research problem
This thesis is a case study for Case Company’s division in Finland. The research
problem of this case is to find ways to increase Case Company’s customer
commitment by strengthening sales process. In this thesis, the product itself,
current legislation, and regulations are ruled out of the research. The research
2problem will be solved by finding out the solutions to these minor research
problems:
1. based on the existing theory, it is determined how the sales process ought
to be lead, what are its contents and how the selling process ought to be
managed,
2. examine what are the factors that the customers appreciate most, what
expectations they have, and what kind of bonds they experience as the
most durable and
3. by reflecting the customer’s points of view to existing theory, the research
problem is responded or solved.
This thesis involves research hypothesis, which assumes that the price is not the
key factor in either making the new buying decision or continuing the existing
business relationship. This research hypothesis is either confirmed or disproved
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2.1 What is customer?
The Customer is the one who pays for the product or service he receives. The
customer can be from the company or from outside the company. The customer
can be a person, organization or community. There are many types of selling; the
selling from the company to the customer (business-to-customer-selling), and the
selling from the customer to the company (customer-to-business-selling) and the
selling from the consumer to the consumer (consumer-to-consumer-selling). A
business customer is the one who buys on the behalf of an organization (business-
to-business-selling). All the selling situations need the skill of influencing,
because every buying situation is based on the needs, motives and fondness that
the buyer has. In this thesis we will concentrate on business-to-business customer
relationship. (Alanen, Mälkiä & Sell. 2005, 29; Blythe & Zimmerman. 2005, 21.)
Nowadays there is a lot of talk about customers and the managing of the
customers. The essential issue is that the customers are managed well. The service
provider and the customer have a unique relationship that is born, when the
customer has bought a product or service. It assumed that there are many of these
kinds of actions between the service provider and the customer, so that the
relationship is continuous. The meaning of managing the customers well is to
increase the added value to the customer. In practice, this means that the service
provider helps the customer with the product in every needed way. It is also a way
to save customer’s time and avoid the problems that may come around in the
future. The essential issue is that the salesman is succeeding at building up a
reliable relationship with the customer, and also a reliable relationship with the
partners that he is working with. The salesman may be working alone, but the
success he gets is not built alone, because there are always other people behind
one’s success.  (Alanen, Mälkiä & Sell. 2005, 29.)
42.2 Buying behavior and motives
Understanding consumer behavior is a big part of today's selling process. If the
salesman can understand buying motives behind the customer's buying behavior,
he is one step closer to being a successful salesman. Understanding and
recognizing those factors is what makes value-added selling possible. There are
many different kinds of customers, from small children to a large multi-million-
dollar company. Each of the customer types has their own kind of consumer
behavior. (Solomon. 2002, 6-10.)
Organizations purchase goods to process and sell them forward or to market their
new products. The most common goods organizations purchase are raw materials,
services, and technical support. Organizations are also purchase the products
generally purchased by the end user. (University of Joensuu 2009.)
Business-to-business buying situations can be divided into three different buying
situations: straight re-buy, modified re-buy and new buy. (Kotler. 2006, 25;
University of Joensuu 2009.)
? The most common form of buying situation is the straight re-buy. In a
straight re-buy, buying decision is based on previous buying experiences.
This buying situation involves the smallest risk, since the organization has
previous experience. Straight re-buy is typically used in low-cost items,
such as pencils and paper. The buying process is often short, and some of
the phases can be bypassed.
? In a modified re-buy, the organization wants to change features of an
existing product or service. Organization is re-evaluating additional
solutions for different motivations. Such motivations can be, for example,
improving the performance or reducing the costs.
? New buy is a situation where the organization is buying the product or
service for the first time. This form of buying situation involves the
highest risk level and uncertainty. For that reason, new buy is the slowest
5buying situation. Gathering, checking and evaluating the necessary
information takes more resources. (Kotler. 2006, 24-25; University of
Joensuu 2009.)
2.3 The grouping of acquisitions and services
2.3.1 Volume products and services
This square involves products and services, whose purchasing volume is big. The
markets involve different purchasing channels and suppliers. The volume products
form financially the biggest part of the organization’s purchases. This square of
suppliers is offering a lot chances for the acquisition organization. All the
traditional ways of buying are accepted, and there is a lot competition among the
buyers. The cost of changing the supplier is low, and all the aggressive ways of
competition are accepted. In this square, even small savings in the acquisitions
can save huge amounts of money. The manager that is responsible of the
purchases is a traditional buyer who can have distant relationship with his
employees. His only interest is the organization. (Iloranta & Pajunen- Muhonen.
2008, 145-146.)
2.3.2 Routine products and services
This square is formed by many different suppliers, whose importance as such is
not big, but whose competition involves a lot of this kind of suppliers. For
instance, different implements, computers or phones may belong to this group.
Characteristic of this group is that usually the purchase process involves relatively
a lot of expenses compared to the rate of the acquisition. These so-called everyday
products are good to be around near, because every minute spent with these, save
the organization’s money. Sometimes the acquisition of itself can cost more than
6the product itself. Automatic systems or delegation can make the purchasing
process easier, so that only suitable amount of time is used. (Iloranta & Pajunen-
Muhonen. 2008, 146-147.)
2.3.3 Bottleneck products and services
This group involves acquisitions, whose volume is relatively small and the
possible number of suppliers is small. This group has products that are linked to a
certain provider. For instance, some spare parts could belong here. The provided
product may not cost a lot, but if it is missing, it can cause problems in the
organization’s actions and that way form so-called bottleneck situation.
Companies easily create these situations in their plans and actions. It is a result of
inconsideration. This group can have a component that is made only by one
producer. If this component is an essential part of the product, the negotiations do
not have a lot of challenges concerning the price, and the dependence of certain
provider grows year by year as well the price. A professional salesman is
conscious of these kinds of dependences and can base his business on these
informations. (Iloranta & Pajunen-Muhonen. 2008, 148.)
2.3.4 Strategic products and services
Strategic products and services are high-ranked to both for the company it and its
actions. The company’s success depends on these suppliers, and they have only a
few alternative providers, only one at the extreme. The products are often, if not
always, special and custom-made. They may involve special techniques and they
have patents. These products are often very complicated and they require service
and maintenance help from the prime supplier. If the change to another provider is
possible, it is a troublesome and time-consuming process. The acquisition of these
products set-up the biggest challenges for the organization. Traditional
competitive-based buying decisions do not work at all, because there are none.
7Compact cooperation with the provider is the only way to control this kind of
strategic relationship. On a large scale, this cooperation requires new and diverse
ways of working from the whole organization. The strategic purchases are
representing the most difficult and hardest acquisitions for the company. The
purchase requires not only social completion, but also technical and commercial
know-how as well. (Iloranta & Pajunen-Muhonen. 2008, 149-150.)
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What is a customer, and how can it determined who is a potential customer are
subjects dealt with so far in this thesis. Customer is the one who pays for the
product or service he receives. The customer can be from the company or from
outside the company. The customer can be a person, organization or community.
The previous section also mentioned four different kinds of selling: business-to-
customer-selling, customer-to-business-selling, consumer-to-consumer-selling and
business-to-business-selling.
In that section it was also mentioned that this thesis concentrates on business-to-
business customer relationship and selling. Customers’ buying motives were
talked about in the last section. It is important to understand customer’s buying
motives to be able to know what and how to sell something to the customer. The
previous section dealt with different kind of products as well. There are four
different kinds of groupings how to divide different products: volume products
and services, routine products and services, bottleneck products and services and
strategic products and services. It is important to realize what kind of product one
is selling and how to group that product. It makes the selling and buying easier
once the importance of the product and customer’s buying motives are realized,
how to group it.
3.1 What is commitment?
Commitment is an attitude of a relationship, where the customer believes that the
relationship is important enough to deserve maximum efforts at maintaining that
relationship in the long run. Commitment itself does not guarantee continual
purchases. Commitment is the desire to develop a sturdy and stable relationship. It
is assisting the customer to build positive intentions towards seller. Commitment
is one of the key factors in a business-to-business buying behavior, and therefore
it is vital for the company to pay attention to. (Gil-Saura, Frasquet-Deltoro &
9Cervera-Taulet. 2009, 596-600; Chumpitaz Caceres & Paparoidamis. 2007, 844-
846.)
There exists a direct positive link between trust and commitment. (CHART 5.)
Trust is a major determinant of commitment. Relationship parties cannot be
committed to the relationship without a basis of trust. Both commitment and trust
positively affect on long-term loyalty. (Gil-Saura, Frasquet-Deltoro & Cervera-
Taulet. 2009, 596-600; Chumpitaz Caceres & Paparoidamis. 2007, 844-846.)
Loyalty encourages partners to do cooperation and mutual investments to the
relationship. Relationship specific investments increase the level of commitment,
because it is impossible to transfer the investment into another relationship. When
the seller makes investments to the relationship, he exposes himself to the
customer's exploitation. Such investments can be, for example, a free training
arrangement or conferences. Relationship specific investments increase customer's
trust and commitment. (Bendapudi & Berry. 1997, 19-23.) Commitment also
makes the long-term benefits more attractive compared to the short-term
alternatives. Loyalty is encourages both relationship parties to make high-risk
actions, because they believe that their partners avoid taking advantage of them in
any way. The fundamental factors that maintain a relationship are not only
commitment and trust but also mutual objectives, satisfaction, investments and
shared values. (Gil-Saura, Frasquet-Deltoro & Cervera-Taulet. 2009, 596-600;
Chumpitaz Caceres & Paparoidamis. 2007, 844-846.)
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3.2 Bonding
The objective of bonding is to create a firm relationship between seller and buyer.
That relationship is supposed to be generating different kind of benefits. If the
bond is successfully created both, the seller and the buyer, will gain competitive
advantage. Ultimately the objective of bonding is to increase customer loyalty by
strengthening customer commitment and to create a situation where the customer
makes continual purchases. (Arantola. 2000, 29-31, 45-53.)
There are many kinds of bond types. Each of the bond types is based on different
bonding variables. Bond types can be divided into two different groups depending
on whether they can be perceived as positive or negative ones. Negative bonds
can be seen as exit barriers and on the other hand the customer feels that the
positive bonds give added value compared to competitive opinion. Exit barrier is
present in the situation where the customer is willing to leave the current business
relationship or is not going to use the service any more but the bond prevents him
from doing so. (Arantola. 2000, 29-31, 45-53.) Each bond has its termination cost.
Termination cost is the cost that the customer has to pay to change the supplier.
Termination cost includes the additional effort, time loss and uncertainty caused
CHART 1: Structural model. (Gil-Saura, Frasquet-Deltoro & Cervera-Taulet.
2008.593.)
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by the supplier change. Termination cost often includes also some sort of financial
loss. Termination costs can be considered as negative bonds that are increasing the
threshold of changing the supplier. (Bendapudi & Berry. 1997, 26-27.) Negative
bonds are born when the customer is dependent of the partner. If the customer is
experiencing a strong negative bond he is more interested in the alternatives.
Customer who is in a constraint based relationship is more easily acquiesced in
the proposed claims Most typically those claims are the price, method of payment,
timetable and term of payment. Positive bonds are based on the trust, dedication
and mutual understanding. Positive bonds are producing cooperation and
enhancing the consumption. (Bendapudi & Berry. 1997, 18-19, 29.)
Bonds can be born on purpose or independently. There can even be some sort of
bond between two parties without their knowledge of it. It is also possible that
two parties have much different type of bonds active at the same time. More
active bond types, more difficult the situation for the competition to copy.
(Arantola. 2000, 29-31, 45-53.)
3.2.1 Financial bonds
The Financial bond is a bond created by giving monetary benefits, such as
discounts. Those monetary benefits are likely to build a financial bond on
condition that none of the competitors is offering the same benefit. Financial
bonds may not be very durable bonds, since the advantage is solely based on the
monetary benefits. The competitors can start offering the same benefits at any
given time. Creating a financial bond may be a good way to start the customer
loyalty program even thought it should not be the only method of bonding.
(Arantola. 2000, 36-37.)
12
3.2.2 Social bonds
Social bonds are common in the business-to-business transactions. Creating and
systematically maintaining the positive interpersonal relationships between seller
and buyer will eventually originate social bond between those two sides. A strong
social bond is accumulating trust, attachment and commitment. However, even the
strongest social bond can be broken if the price is too high. (Arantola. 2000, 38.)
Generating a social bond is particularly important in the beginning of the
relationship. People often buy services and products from somebody they like or
trust. The trust the salesman has achieved should be maintained and enhanced into
a social bond. That kind of well-planned social behavior is called a relationship
strategy. It is vital that the relationship strategy includes all the aspects of selling
from the fist contact with customer to closing the deal. The relationship strategy's
primary objective is to create rapport, mutual understanding and trust. By doing
so, a long-term companionship can be ensured. (Manning & Reece. 2000, 13.)
The effect of social bonding is dual-sided. Social bonds can be seen negatively
and positively at the same time. A strong social bond is generating trust between
two parties. That trust is a positive social bond. More the customer has invested
into the relationship more dependent of the partner he feels himself. Dependence
of partner is producing a negative social bond. If the level of customer's
knowledge and competence is high, the customer is more independent and
therefore he is feeling that the social bond is positive. (Bendapudi & Berry. 1997,
25-26.)
3.2.3 Structural bonds
In a structural bond both of the two parties have to make some sort of
investments. Those investments are permanent, and for that reason cannot be
retrieved if the relationship ends. Such investments can, for example, be a mutual
logistical network or shared warehouse. Structural bond is usually very complex
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and many-sided. It occurs often with the presence of other bond types. The most
effective way of bonding is to combine social, financial and structural bonds
together. That can be done, for instance, by creating customized delivery service
with price premiums while maintaining the social bond. That kind of structural
bonds are creating switching costs, and as a result of that they are exceedingly
durable and hard for competitors to copy. Structural bonds are mainly unavailable
elsewhere and are therefore expensive for customers to provide for themselves.
(Arantola. 2000, 36-39.)
3.2.4 Psychological, cultural, ideological and emotional bonds
Some customers tend to form a personal attachment to the salesman. That
attachment combined with repeated-purchase behavior is called a psychological
bond. If that trust and attachment between customer and salesman is successfully
maintained, the customer is likely to continue buying in the future. Psychological,
cultural and ideological bonds are outputs of the shared preferences and values
between the salesman and the customer. When the salesman and the customer are
building common values and trying to understand each other, they are creating an
emotional bond. (Arantola. 2000, 39.)
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3.2.5 Combining the bonds
CHART 2: Bonds and commitment in a relationship (Arantola. 2000, 51.)
Chart six above is a presentation of one suggestion on how bonds can be used in a
business relationship. The time axis can illustrate a long business relationship, or a
shorter cycle of the business relationship. In the case Case Company, the duration
of one cycle is two years. (Arantola. 2000, 50-52.)
The most effective way of using bonds is to combine many different kinds of bond
types together. In the beginning of the business relationship the level of customer's
commitment is not very high. A legal contract, which is possibly being made, does
not increase the level of customer's commitment. The contract itself is often seen
15
as an exit barrier. However, the benefits that the contract is providing are
generating a positive financial bond. When the financial bond is generated, the
positive attitude and other elements of loyalty are also present. Loyalty together
with future orientation is increasing the commitment. Service encounters can be
used to build a positive social bond within a short amount of time.
Communication should have an emphasized role in the business relationship, in
order to keep the customer future-oriented. Structural and emotional bonds should
be successfully created to keep the level of commitment high. (Arantola. 2000,
29-53.)
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4 VALUE-ADDED SELLING
Value-added selling is a selling philosophy. In this chapter we define value, value-
added and value-added selling. After defining the terms this thesis will
concentrate on the advantages that can be acquired by putting value-added selling
in practice.
4.1 Definition of the value-added selling
4.1.1 What is value?
Value is often defined in cost-benefit terms. Cost is being weighted against the
performance that the product or service is generating. Value is considered as being
good if the performance is greater than the cost. Customer is measuring the
needed resources and effort against the needed investments to acquire something.
If the payback from an investment is greater than the needed resources and effort,
customers consider it a great value. The following formula can be used to measure
the value:
Price + Cost + Impact = Value
Price is the buying cost, the sum of resources needed to buy something. Cost is
additional costs, such as maintenance costs, operating costs and disposal costs.
This can also be called as life-cycle cost or total cost. Impact includes everything
what the customer is getting from owning the product. It involves the immediate
benefits from using the product and the future opportunities provided by the
product. (Reilly. 2003, 13-14.)
According to this definition of value the price is not the biggest factor of buying
decision. If the buyer is not short-sighted the decision in not based solely on the
price related facts. A wise customer is aware that the real price of buying and
17
using the product is more than just a price paid when purchasing the product.
(Reilly. 2003, 13-14.)
Value can be examined from many points of view. Everybody defines the value in
a different way. Every customer has his or her own view of value. Customer-
focused values view the product as the customer views it. The salesman has to
define the value from the customer's point of view. The salesman must think that it
is the customer's money and the customer's problem that needs to be solved.
Defining the value in customer's terms is a fundamental principle of value-added
selling and customers are willing to pay more for that. (Reilly. 2003, 14-15.)
The salesman who defines the values from his own point of view is more of a
traditional seller. Seller-focused way of defining the value is actually restricting
customer's options. The salesman who thinks that he knows what is best for the
customer is underestimating the customer and his needs. Customers are usually
avoiding that kind of salesman. (Reilly. 2003, 14-15.)
Perceived value is subjective conception of the current situation. It is unique in the
eye of the beholder. Customer's conception of the situation is the most important
conception concerning the selling process.
Perceived value is the promise that you make, and it's the sizzle
on the steak. It's the qualitative features of what you sell. It’s
style, brand name, reputation, packaging, and your knowledge.
(Reilly. 2003, 15.)
These features appeal to the customer’s senses. The customer forms his opinion
and expectations based on these elements. Perceived value is a great way to build
higher expectations. (Reilly. 2003, 15-16.)
Performance value consists of the facts that fulfill the promise. It is the impact
mentioned in the formula earlier. Performance value is more objective and
therefore more measurable than perceived value. Performance value includes the
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quantitative features of the product such as time savings, efficiency, productivity
and performance. Perceived value is building expectations and performance value
is building satisfaction. Building a high perception value is a good way to lure
more customers. Building a high performance value is creating a positive impact
on customer satisfaction. Customers are satisfied only if performance value is
equal or greater than perceived value. (Reilly. 2003, 15-16.)
4.1.2 What is value added and value added selling?
Value added is the difference between raw material input and finished product
output. In practice it is everything being done to something between buying and
selling it. Value added is also including the value of service. (Reilly. 2003, 16-17.)
Value-added selling is proactive way of looking at the business relationship. It
builds a high expectation and delivers more than the customer expects. The
salesman who is uses value-added selling philosophy is actively seeking ways to
build customer satisfaction. Value-added selling develops an understanding of
customer's needs and tailors the product based on the mutual understanding. The
value-added salesman is in fact selling three things: the product, the company and
the salesman himself. A traditional salesman concentrates purely on the product.
The value-added salesman uses a lot of time in the beginning of the business
relationship, the front end. Time invested on the front end reduces the required
time on the back end, where salesman makes an attempt to close the deal. The
traditional salesman invests most of his time and effort in the back end. The value-
added salesman spends a lot of time in the front end developing detailed
understanding of the customer's needs, wants and concerns. After spending all that
time in the front end the value-added salesman does not need to use a lot of time
in the back end. (Reilly. 2003, 17-18.)
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CHART 3: Time investment on each stage of the sale. (Reilly. 2003, 19.)
The value-added salesman actually mirrors the buying process that the customer is
following to make profitable long-range buying decisions. The process continues
through purchasing, receiving, using and finally disposing of the product or the
service. The process includes more than just selling the product. It includes
helping the customer to gain smooth transitions, ensuring customers satisfaction
and maximizing product or service performance during usage and development.
(Reilly. 2003, 35-36.)
4.2 Leading the customer loyalty
It is not possible to achieve a profitable growth without building up a loyal
customer base. There is no point in getting new customers, if the old ones are
badly managed. The manager should regularly prepare a calculation of all the
changes that the customer base has. The number of lost customers and possible
new customers should be found out in the calculation. The company should earn
the loyalty of its customers, and also the loyalty of its employees. The level of
customer loyalty can be seen straight from the customer’s satisfaction and also
from the company’s income level. Usually the customers that are satisfied with
their partner in cooperation, they tend to buy from them again. The satisfied
customers stay longer as their partner and they know better the way the company
is conducting its business. These long-term customers do not strain the salesmen
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as much as the new customers. The long-term customers bring motivation for the
salesmen, and if the salesmen are motivated they put a lot of effort to their
business. In the reclamation situations the long-term customers are usually easier
to handle, than the new customers. The long-term relationship is valuable for both
parties. The developed relationship is not something that is wanted to be broken.
The customers are more likely to give a change to make up company’s flaw.
(Rubanovitsch & Aalto. 2007, 59.)
The significance of customer loyalty can be underestimated in the fields where
acquisition is rarely done. Even if the customer is not purchasing often, good
customer care is something that stays in their mind. If they are not themselves
buying, they can always recommend some specialist that they have felt excellent,
to their partners. The improvement of customer loyalty requires persistence from
the sales manager as well as from the salesmen. It is not something that can be
tried for a while, but it is a strategic choice that the company decides to conduct. It
is a long-term decision. To be correctly operated the managers should make sure
that the sales teams know all the ways to operate. They should try to build up
unbeatable customer relationships compared to their rivals. The salesmen should
try to pick up the most convenient customers and the right ways to operate with
them. They should try to develop these customer relationships that are the most
profitable for them. It would be good to find more of these kinds of customers and
develop those relationships as well. The managers play an important part in this
and they should pay attention on certain things:
? To earn the loyalty of their sales people. They should be kept satisfied and
offer a lot challenges to them.
? To find the most loyal employees. When recruiting new salesman, it is
important to pay attention to the values that the new possible salesman
may have.
? To find the right partners and investors who believe in the way that the
company is working. The company should try to earn the loyalty of its
partners in cooperation.
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? To reach the most convenient cost-effectiveness with overwhelming
productivity. In the selling, the right things and customers have to be well
taken care of. The salesmen should direct their time correctly, so that the
working level is higher and the profitability will be higher. As a by-
product, the relationship with the customer goes deeper. (Rubanovitsch &
Aalto. 2007, 59-61.)
A successful company wants to develop in three levels of selling. Firstly, the
selling process should be developed in such way that the first meeting would
bring the most advantage to both parties. The most important thing is to bring
additional value for the customer and at the same time more profit for the
company. Especially in the selling field, the profitability should be the factor that
leads all the action. Secondly, the existing customer relationships should be
improved and the right tools for developing them should be found. Lastly, the
company should develop its customer base by appropriate customer selection, so
that the right customers are handled in right ways. (Rubanovitsch & Aalto. 2007,
61.)
4.3 Controlling the accounts
No company can do constantly business that is based on getting new customers,
but taking care of the existing customers and improving them, is the base of
increasing the profits. The main thing for the managers is to classify the customers
and prioritize the salesman's time. Time management should be divided between
the existing customers and new customers, and how much time is used between
these two customers groups. (Rubanovitsch & Aalto. 2007, 70-71.)
The meaning of a new customer is emphasized when the company is new, it has a
new product or it is expanding to a new line of business. The managers should
emphasize which of the rivals’ customers could be favored by the salesmen. The
managers should be aware all the time of the state of the most important
customers. And the aim is that the relationship with these customers is open and
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honest. It is an advantage, because if the relationship is open, it can be sensed if
the customer is thinking of changing the supplier. It is profitable to prioritize the
customers, because some of them are unprofitable, and it is wise for the company
to give up on them. The customer ship cannot be badly conducted. The company
may change the level of taking care of this customer ship, so that the customer
itself can change his supplier if wanted. (Rubanovitsch & Aalto. 2007, 71.)
The salesman’s time is always limited, so it is important that the salesman uses his
time wisely, and that he is meeting the right customers and spending enough time
with them. The existing customers can be divided into four different groups. In the
square, up left are the profitable and loyal customers. They appreciate good
quality and want that their deliveries and patronizing is happening without any
problems. These busy and quality consciousness customers are ready to pay for
high quality and faultless service. (Rubanovitsch & Aalto. 2007, 73.)
In the square, down left are the loyal, but less profitable customers. These
customers may buy big amounts and bargaining over the price. This kind of
customer may be a big company or government that employs a lot of people.
These kinds of companies make a lot of work for the salesman. (Rubanovitsch &
Aalto. 2007, 73.)
In the square, up right are the customers that are profitable but the managing of
these customers is demanding. The customers know their value and are ready to
pay for the service. The buying loyalty of these trend-buyers is low. They may
change their supplier if they see a more interesting tender somewhere else.
(Rubanovitsch & Aalto. 2007, 73.)
In the square, down right are the customers whose level of profitability and
loyalty is low. These customers employ the salesman a lot and they demand lower
prices. Their reference level for the company is low. (Rubanovitsch & Aalto. 200,
73.)
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5 SELLING PROCESS
So far this thesis has opened up the term “customer”. After defining that term, it
concentrated on customer buying behavior and motives. In order to understand the
commitment one must first understand customer buying behavior and motives. In
the section four this thesis entered into the concept of bonding. There are many
kinds of bonds, such as social and financial bonds. Each bond can be perceived as
a negative or positive bond. The negative bonds are working as exit barriers in the
business relationship while the positive bonds are generating a real value into the
business relationship. After dealing with the different bond types and straightening
out the positive and negative nature of bonds, this thesis opened up the idea of
value-added selling. Value-added salesman is actively searching ways to enhance
the level of customer satisfaction. That is ultimately increasing the number of
committed customers.
5.1 What is selling process?
In the selling process the salesman defines the customer's situation and needs. The
salesman also tries to make the customer convinced that his offerings are just the
right ones. It is a situation that discusses the importance of the value that the
customer gains from this. The aim of this selling process is that both the salesman
and the customer get mutual understanding and with this get a result that benefits
both of them. (Alanen, Mälkiä & Sell. 2005, 65.)
It is important to determine exactly what the selling process is. Process is a chain
of actions that consists of various minor actions. It involves different functions
such as building a confidence, delivery and after sales. It can be repeated,
reiterated and modeled. Usually organizations co-operate with personnel from
different hierarchies. The hierarchies do not necessarily concentrate on the same
areas and this co-operation can make the selling more difficult for the salesman.
Individual selling negotiation is a way to move the selling process forward. It
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gives salesman more opportunities to put more effort on the selling negotiation
itself. (Alanen, Mälkiä & Sell. 2005, 65; Donaldson. 2007, 65.)
Selling negotiation is seen as interaction, where the salesman and customer try to
get consensus on the terms of agreement. Both parties have to make concessions
to each other and at the same time keep up to a plan and their own opinions.
Figuratively it can be said that when the salesman controls the selling process, he
conquers a mountain. When salesman controls an individual customers meeting,
he conquers a single hill. (Alanen, Mälkiä & Sell. 2005, 65; Donaldson. 2007,
177-180.)
The most important parts of the selling process are:
? Customer choice
? Preparing on contacting
? The contact
? The preparing to meet the customer
? Mapping the needs
? Demonstration of the advantages and alternative choices
? The handling of the arguments
? The presentation of the conclusions
? Tackling the negative answer
? Making the deal
? After sale
? The follow up. (Rubanovitsch & Aalto. 2007, 167.)
5.2 The model of selling process
The better the selling process can be modeled, the better it can be adapted to
different selling situations. On the other hand, the process cannot be completely
modeled, because the human mind is complex and every selling situation is
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different. The selling situation is interaction between salesman and customer, so
the process itself is different every time. (Alanen, Mälkiä & Sell. 2005, 66.)
The first thing that the salesman has to clarify is how significant a decision he is
seeking. Selling process involves different actions by salesman. One of the most
important things is time management. The actions aim at building a trust,
clarifying customer's situation and accepting an offer. On the behalf of the
salesman, he can see only a part of the whole situation. He is not there when the
customer seeks other competitive products. The salesman does not know what
kind of offerings the customers gets from competing companies. Usually the one,
who gets the deal with the customer, is the one who gains the most trust and
whose offer is the most convenient to the customer. (Alanen, Mälkiä & Sell. 2005,
66.)
In most cases, the customer buys the product that he finds the most beneficial for
himself. His primary interest is not the salesman or the product itself. The selling
process is based on trust and open dialogue, so in long-term business the salesman
cannot tell just good things about the product, but also tells about the risks and
problems the product may cause. The final buying decision is based on the value
and benefit that the customer gets from the product. The customer wants to buy a
top product on cheap price. (Alanen, Mälkiä & Sell. 2005, 66.)
The selling process consists of many smaller processes with one customer. The
difficult part in this is that usually the different processes are proceeding at the
same time. With the help of good selling processes, the salesman can concentrate
on making the right decisions at the right time. It also helps to make the process
more effective, more planned and it can help to predict upcoming situations more
effectively. A good selling process model also helps the salesman to manage and
control different situations that are happening at the same time more aggressively.
(Alanen, Mälkiä & Sell. 2005, 66.)
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CHART 4: Selling process. (Alanen, Mälkiä & Sell. 2005, 65.)
5.3 Four phases of the selling and buying process
The selling process is divided in four sections, which are building confidence,
analyzing, creating a solution and closing the deal. Salesman is evaluating
customer's buying process while he is simultaneously monitoring the progress of
his own sales process. (Alanen, Mälkiä & Sell. 2005, 66.)
5.3.1 Building confidence
The salesman creates a solid foundation for the cooperation between seller and
buyer. The salesman gives reasons why the customer should choose him over
competitor. He has to give reliable information of himself and convince his
trustworthy. (Alanen, Mälkiä & Sell. 2005, 67.)
In order to create a strong social bond between seller and customer this first phase
of selling process is the most important phase. Building confidence and having a
firm and sturdy consensus between seller and buyer will make the following
phases go a lot smoother. Confidence is also one of the key factors of a customer
loyalty. If confidence is built in the beginning of the sales process, the customer is
more likely to create a social bond to the supplier. However, the threshold of
breaking a social bond is lower than the threshold of breaking structural bond.
(Arantola. 2000, 38.)
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5.3.2 Analysing
Salesman gathers the necessary information considering the future cooperation. To
successfully iron out customer's problem he has to carefully plan his way of
approach. The salesman has to base his proposal, strategy and objectives on valid
information and descriptions. During the analyzing phase the salesman will find
out facts, such as what kind of juridical, financial, technical, informational or
social obligations are required. Based on the given facts the salesman tries to find
out how to invoke the customer's demand for the given solution and make
customer to appreciate it. The salesman makes an attempt to highlight the
difference between the customers' current and future situation. (Alanen, Mälkiä &
Sell. 2005, 67.)
5.3.3 Creating a solution and evaluating it
The objective of this phase is to create the solution and convince the customer that
he is really in need of the solution and that the solution offered by the salesman is
the best solution available. The customer might be strongly hesitating on the
solution's benefit in a short term, but at the same time he is weighing the payback
in a long term. The challenges alter based on the customer's needs. The customer
may feel that he does not need the solution or he may not believe in the solution
given by the particular salesman. The customer may also be thinking that the risks
are bigger than the reward and that the risk is therefore not worth taking. These
aspects are what make the sales process challenging. (Alanen, Mälkiä & Sell.
2005, 67.)
5.3.4 Closing the deal
The objective of this phase is to create a negotiation situation. In this negotiation
the customer will make a decision whether he buys the solution or not. The
salesman puts a lot of effort in this phase. He has to know how important the
28
decision is to the customer and what kind of risks the decision-making causes to
the customer. All of the reasons the salesman gives must be arguable. If the
customer decides not to buy the solution, the salesman has to analyse the whys
and wherefores of the decision. (Alanen, Mälkiä & Sell. 2005, 67-68.)
5.4 Key account customers
A part of the salesman's customers are vital, if not all. These customers are called
key account customers. The business activity that these customers bring has a very
important role for the salesman. The key account customers are determined by the
amount that they buy. It is important for the company to determine beforehand the
basis that defines what is the key account customer. Usually the key account
customers form a big part of the salesman's budget and profit. They can also form
a big part of the salesman's sales margin. The key account customer can be an
important person in the salesman's network, a remarkable referee and a notable
influential person.  (Alanen, Mälkiä & Sell. 2005, 30.)
The profit that the key account customers bring has to be quite notable in the long
run. To be able to succeed in this, a good key account customer strategy has to be
specified. It involves the goals and actions how the customers are treated. The
special plan for the key account customers has to be checked every once in a
while and also renewed. The salesman has to have a backup plan in case he loses
an important key account customer. (Alanen, Mälkiä & Sell. 2005, 30.)
The success in the key account customer relationships is based on many issues. It
involves more matters than a common customer relationship. From the start the
salesman has to make sure that the customer is satisfied with the service level he
receives. The good service level involves the method of the delivery and the
customer’s evaluation on how he feels being treated in the selling situations. The
companies can measure this, e.g., by a customer satisfaction survey. (Alanen,
Mälkiä & Sell. 2005, 30.)
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The salesman puts more effort into the key account customers, because they
usually bring the most profit to the company. The salesman plans and defines the
most convenient actions with the key account customer. The salesman has the
responsibility to make sure that these planned actions come true. All the parties
that are involved with the key account customers are worth to take part in the
negotiations. It is a way to make the customer relationship more effective, and that
way more likely to last longer. The key account customer feels himself being
treated more exclusively and he is more likely to continue the important
relationship with the salesman. (Alanen, Mälkiä & Sell. 2005. 30-31; Donaldson.
2007, 54-55.)
5.5 Personal selling
Personal selling involves person-to-person communication with
a prospect. It is a process developing relationships; discovering
customer needs; matching appropriate products with these
needs; and communicating benefits through informing,
reminding, or persuading (Manning & Reece. 2001, 487).
Personal selling is measured as the largest single budget item in most business-to-
business markets. Personal selling is thought as an important form of customer
service because salesman provides a personal touch. In an ideal situation the
salesman diagnoses the customer's needs and custom fits the product to meet these
needs. A growing number of salesmen recognize that the high quality of the
partnerships they create is as significant as the quality of the products they sell.
(Manning & Reece. 2001, 6-7; Blythe & Zimmerman. 2005, 248).
In the beginning of building up a personal selling strategy, the development of a
personal philosophy or set of beliefs that may need guidance, have to be
considered. Without a personal philosophy the salesman's behaviour is
unpredictable. The personal selling philosophy involves three things: full
acceptance of the marketing concept, developing an appreciation for the
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expanding role of personal selling in the competitive markets, and assuming the
role of problem solver or partner in helping customers to make complex buying
decisions. (Manning & Reece. 2001, 6-7, 487.)
Salesmanship requires a strong knowledge and requires a lot of information
sharing between the customer and the salesman. In the personal selling situation,
the salesman tries to convince the customer about the positive things that are
relating to this deal and that he is doing the right decision. This kind of assuring is
very important to do not only once, but many times. The positive decisions that
the customer decides to make are the results of the work that the salesman does.
(Alanen, Mälkiä & Sell. 2005, 13-14.)
The customer values the personal relationship with the salesman. If the deal
consist risks, the customer is more likely to do business with the salesman that he
already has a personal relationship. This is an ideal situation to the salesman also.
This gives him a change to make the selling situation more customer orientation
and he can put more effort into the customer needs and to its situation. (Alanen,
Mälkiä & Sell. 2005, 14-15.)
In the selling situation the salesman and the customer meet in a conscious-,
emotional state and also on an imaginative level. The feelings are affecting the
decisions that we make more than we may realize. The salesman needs these skills
in order to be even better in his job. So he has to practice his interaction with
people as well his personal relationship skills. To be able to make any deal, the
salesman has to win the customer’s trust. This thesis concentrates on trust-based
selling later on. The customer has to trust not only the salesman, but also the
company the salesman is representing. It is important that the salesman is
genuinely interested in the customer. The salesman has a big role in convincing
the customer that he is doing the right decision and also to create the right image
of the product or service he is offering. For the salesman, it is important that he
can influence the emotional motives that the customer may have. Usually, in the
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selling situation, the customer wants to argument the emotional motives that he
has with rationalizing. (Alanen, Mälkiä & Sell. 2005, 15.)
Personal selling is the best way to stand out from the competitors. Specially, this
is happening in the business field where the products are similar and competing
with each other. In this situation, the customer values the relationship with the
salesman, and it can be a decisive decision to buy the product. Salesman can
represent himself in a way that he will stay on the customer’s mind and this way
stand out from his competitive rivals. (Alanen, Mälkiä & Sell. 2005, 15.)
Personal selling is the most impressive form of communication. It consist of many
benefits:
- The salesman has an opportunity to adjust his actions and
messages in different situations.
- The salesman can use every form of communication and adapt
his actions on the basis of the customer’s behavior, gestures and
expressions.
- The salesman has the opportunity to give more information,
strengthen the positive atmosphere, share and receive the newest
information and reduce the prejudice that the customer may
have.
- The salesman can influence the decision-making and to the
whole sales process. He can do this already in the early stage and
help him to clear out and strengthen his buying motives. The
salesman can also answer the objections that the customer may
have.
- The salesman can wake up the customer’s trust and also to
maintain it. (Alanen, Mälkiä & Sell. 2005, 15-16; Donaldson.
2007, 9-11.)
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5.5.1 The personality of the salesman
A successful salesman has a lot of good qualities. Some typical qualities are
perseverance, good nerves and the ability to set goals for one. The selling requires
tolerance for the pressures and the strength of character. The selling industry is a
quite rough business, so a strong self-confidence and the ability to lead yourself
and your work are some features that are highlighted in the work. However,
stubbornness is not a feature that is needed in able to make good results in the
work. Selling requires new customer relationships all the time, so initiative is a
character that is required. (Alanen, Mälkiä & Sell. 2005, 17-19.)
A person that sells for a living, usually has the desire to be with different people
and also the courage to be with people that may be very different than him. All-
round social education and the ability to talk about the business with people that
are from different departments is significant to a person that is doing selling. It
helps to create new customer relationships and gives a civilized picture of him.
Many of the people in the area of selling have got their working experiences from
customer service or from some sort of selling. The experiences from customer
service are helpful in the selling industry as well. (Alanen, Mälkiä, Sell. 2005,
18.)
Emotional intelligence is defined as a major character that the salesman can have.
It is the ability to perceive and notice different feelings in the people around him.
It is a way to control and motivate one’s feelings and the feelings related to one’s
personal relationships. In selling it means the ability to respond to customer’s
feelings in the right way. The customer feels comfortable, when he feels he is
being heard and it gives confidence to him. (Alanen, Mälkiä & Sell. 2005, 18;
Vahvaselkä. 2004, 21-23.)
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5.5.2 Product and selling knowledge
Selling is a challenging and a demanding profession. It is important that the
salesman knows how to utilize the company’s possibilities in order to make a
satisfying result for the customer. In order to influence the customer and make
convince him about the product and its benefits, the salesman has to have enough
information about the customer. His actions, lines of work, background and
business idea are good factors to know beforehand about the customer.  The
salesman has to have a clear picture of the resources that his company has and
also he has to have a distinct picture of his own sales process. A good salesman
has know-how also about the purchasing processes, products and services that the
customer has. This helps the salesman to concentrate all of his energy on finding
the best possible result for the customer and his situation. (Alanen, Mälkiä & Sell.
2005, 18-19.)
Good product knowledge gives a good base for the selling. With the help of that,
the salesman can select the most convenient product, service or result for the
customer. In most branches, know-how about the product or service takes less
time than learning the actual selling. The accumulation of the selling and learning
is usually a lifelong process. A challenging job gives excellent chances to learn
and further develop one’s own skills. (Alanen, Mälkiä & Sell. 2005, 18-19.)
5.6 Trust-based selling
Trust-based selling means doing business in such a way that you are worthy of the
customer's trust. It means that you are trustworthy as a salesman. Trust-based
selling is personal selling. Trust is more personal than institutional, and buying is
heavily personal. Trust-based selling at its core is not seller-centric, yet it is buyer-
based. The objective of most approaches to selling is to get the customer to buy.
The difference to trust-based selling is trying to help the customer do the right
thing, the right thing for him. In an ideal case the salesman gains the customer's
trust and can sell a lot and, as a result, be profitable. In some cases it can be even
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more profitable than the seller-centric approach. On the other hand, the trust can
be turned into a tactic. The salesman sells a lot and is very profitable; the
customers can smell the hypocrisy and recoil from it. The essential issue for the
salesman is to really care about the customer and his needs. The overriding
objective must be to help the customer. Trust is earned, not by declaration or
logic. The customers are humans as well, and humans trust their own experiences.
A good salesman really gives all he can give, and that way the customers can
really experience him. This shows that the salesman invests himself fully and
makes the customers feel trust towards the salesman and the situation. (Green.
2006, 15.).
Selling that is based on trust goes beyond needs-based selling, consultative selling
or problem solving selling. It is important to clarify that, it is not about getting the
transaction- it is about establishing a relationship. And it is not about getting the
sale, it is about making sure that your customer is satisfied and that your customer
succeeds. It requires two perspectives that are not necessarily common to sales:
selling beyond the brain and selling without being seller-centric. (Green. 2006,
15-16.)
But, on the other hand, why would the customer ever trust the salesman? One of
the biggest reasons is that the customer will trust the salesman, if the salesman is
convinced-legitimately that the salesman has the customer's best interest in mind.
In the trust-based selling the customer focus means that the salesman cares about
the customer for the customer's sake, and the customer is not a tool for the
salesman to achieve his own interest only. The selling that is based on trust means
that the relationship itself is valued more than the business transaction between
the salesman and the customer. The salesman truly cares for the customer and has
his interest at heart. The biggest difference between seller-focused selling and
trust-based selling is that the seller-focused selling is focusing on getting the sales,
and the trust-based selling is based on helping the customer to do the right thing.
Trust changes the selling-buying dynamic; because selling is focusing more on the
profit and trust-based selling is focusing more on the evolving relationship. The
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significance of the trust to the customer goes beyond lowered costs. It gives him a
change to be more open to ideas, to explore options and also to be faster to
market. And in the seller-focused selling the underlying focus is on the sustainable
competitive advantage and the primary goal is to beat the competition. (Green.
2006, 20-22, 24.)
However, trust is not needed in all the selling situations. It depends on the selling
situation that you are in. In the grocery store you do not necessarily need certain
trustworthy relationship when you buy, for example, bread. This kind of buying
needs only fast, efficient and rational problem solving. What does this product do
or how does that compare with the other products; these are the issues that are
mainly considered with these kinds of products. There are other products and
times when the trust-based approach is needed. When buying complex products or
services, the consumers want more information. These can be insurance products,
automobiles or health care products.  In these situations, the salesman can offer
his expertise. The customer feels himself insecure about the product that he does
not know much, and he may have mixed feelings and expectations about it. The
customer does not want to appear clueless, and he wants to calculate whether he
can trust the salesman. This is the situation where the salesman can offer
trustworthiness with the knowledge and technical expertise that he has about the
products or services he is selling. The customers do not want only the correct
solutions, they want to feel confident in those solutions, and this certain
confidence comes from the salesman. (Green. 2006, 23.)
In trust-based selling the sales process is not the most critical one, but the
salesman’s ability to execute a business process. The customers will trust the
salesman on the basis how the salesman behaves and the way he conducts himself
throughout the business processes. In trust-based selling the salesman’s aim is to
understand the objections the way the customer does. It is important to clarify that
the trust-based selling is not specifically a process, but it depends on the values
and attitudes that are based on principles. Every step in the selling process model
can be fulfilled with trust values. Trust-based selling can be a very effective tool
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for the salesman in order to get a lasting relationship with the customer. And this
enables continuous sales for the salesman. (Green. 2006, 55, 58-59.)
5.7 Managing salespeople
In every selling situation, there is always one person taking care of everything and
at the same time leading the situation. That person is the sales manager. He has the
vision or plan for the sales force to follow. The sales manager manages, supervises
and leads the sales force toward the goals set by the company. These tools are also
a way to develop a successful sales organization. (Tanner, Honeycutt & Erffmeyer.
2009, 218.)
Usually experienced sales personnel do not feel the need for supervision.
However, they do need that someone who manages their work responsibilities and
they need to be reminded of the goals set by the company and how to achieve
them. Different organizational units may have different minor goals and different
ways to achieve them but the biggest goal is the same. (Tanner, Honeycutt &
Erffmeyer. 2009, 221.)
The sales manager needs to be skilled in many areas. He needs to set objectives,
organize the tasks that are necessary to achieve them, motivate the sales personnel
and he needs to have problem solving skills. There are executive officers in every
organization, and their role is to set goals. The sales managers are charged with
setting the objectives to their own unit and these objectives have to meet the
objectives set by the executive officers. Every organization has to set their goals in
such way that they support the budget. The sales managers must take decisions
how these goals are reasonable to achieve. It is important to divide different tasks
to different units. (Tanner, Honeycutt & Erffmeyer. 2009, 221.)
The sales managers play an important role in the recruiting process. They work
closely with the human resources and together they decide the new sales force
members. The sales managers can give crucial tips on who is a top candidate and
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who is lacking some top qualities to be a sales person. Making sure in the
beginning that the new sales person is good and that he can reach the goals that
are set for the unit is also a very important factor for the sales manager as well.
The sales manager has to analyze and measure the performance of the sales force
and, if needed, make the necessary steps to correct them. (Tanner, Honeycutt &
Erffmeyer. 2009, 222.)
There are other skills that have become more valued in the sales managers work.
The work includes mentoring, coaching and team building. Mentoring is
occurring when a senior sales person provides long career advises to a younger
sales person. He can give some insights that the younger member may need in the
future. Coaching means that, the sales manger gives immediate feedback to his
sales force. The immediate feedback is given in a positive way. Nowadays the
sales force can be geographically dispersed and, at the same time, the products
and services are becoming more and more complex for an individual sales person
to sell. This situation makes the sales managers and sales force to work in teams
to achieve their company’s sales goals. The team can communicate virtually and
the sales manager can manage his sales force better. Of course, nothing compares
to meeting people in person, but nowadays the work can be so wide that there is
no chance to do business that way. It is proved, that the sales managers who have
strong leadership skills are more likely to have higher performing sales forces
than the sales managers who are lacking this kind of skill. A good sales manager
has higher level of emotional intelligence. And that helps him to understand and
manage the emotions of the sales force he is working with. In the long run, that
can lead to better and long lasting results. (Tanner, Honeycutt & Erffmeyer. 2009,
234-235; Donaldson. 2007, 222-224.)
The manager has different responsibilities, when leading the sales team. His work
is to motivate and keep his subordinates satisfied. His work is also to make the
subordinates committed. Only the loyal subordinates can form a coherent and
strong company, which cannot be harm by the rivals. It requires a lot of effort and
courageous to practice the usage of power. Leading is knowing, determine
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different issues and making decisions based on the information that is available.
The decisions have to be clear and in line with decisions that are made
beforehand. (Rubanovitsch & Aalto. 2007, 118.)
It is important that the manager listens to his subordinates. Usually there is more
sales force than managers, and they are used to stand their grounds. When the
subordinates are appreciated, they work better. It is the manager’s responsibility to
cheer his work force. Even the best manager needs encouragement from his
subordinates, to make the company successful. The manager is judged by what
kind of people he has around him. And his job is to reward those who bring
additional value to the company. He has to evaluate his subordinates and make
calculations that could take more responsibility and be more valuable for the
company. For the business it is important that the subordinates are enjoying their
work and staying in the company. These long-term subordinates know the
company’s business operations well and can bring additional value to the
company. The subordinates that know the company’s business operations well
know also the customers well and can treat them the way they appreciate. The
customers trust their salesman, which leads to increase of sales. The customer
saves his time, because he does not need to find new seller or acquisition system.
On the behalf of the company, this leads to bigger sales, which leads to the
situation where the company can pay more to his subordinates. (Rubanovitsch &
Aalto. 2007, 118-119.)
The manager needs to make sure that his sales teams have work in balance. So
that there would not be a situation where one has a lot more work than another
one. His responsibility is also to make sure that every salesman has enough
customer meetings with the right customers. Pharmaceutical representative can
have 10-29 customers meeting in a week, whereas a reseller can have on to three
meetings a week. (Rubanovitsch & Aalto. 2007, 119-120.)
The salesman has his own responsibilities to take care of his own customers and
the customer meetings. The manager is the one who makes sure that everything
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happens as planned. The manager has the responsibility to make enough specific
operational principles for each salesman, so that the salesman himself can
concentrate only on the selling. On the other hand, the manager cannot
concentrate only on his own sales team, but he also needs to keep the customer
happy and satisfied. Usually in the problem situations like reclamation, the
manager can easily defend only his own team, and at the same time forget the
customer satisfaction. Sometimes the manager may have a personal relationship
with the salesman, which can lead to situations where the manager cannot dissect
the salesman’s actions objectively. The manager cannot interfere frequently on the
work that the salesmen do, he has to trust that they will do the work as planned.
The manager can observe their work from a distance. He can show his interest
towards his salesmen and can give advice when needed, but interfering every once
a while can do more harm than good. (Rubanovitsch & Aalto. 2007, 121.)
The managers are under a lot of pressure. In the end, they are responsible that all
the objectives are achieved, and that each salesman is working accordingly to
company’s values. The manager cannot lead or manage his sales team if he is
afraid to use power actively. He does not only have the right to lead, but also a
responsibility to lead his salesmen and their actions. If the selling process and the
salesmen are not properly guided, it can cause insecurity among the salesmen. The
workplace is not a demographic society, where everything can be decided
together. The manager has the liability to make independent decisions and take the
responsibility for his actions. The team that guides that itself completely does not
exist. Regular meetings with the salesmen are a part of important superior work.
The meetings may not include vital information, but it gives regular information
of the company’s current situation. In these meetings the salesmen can all receive
the same information given by the manager. These are a situation where everyone
can point out different matters they like to talk about. It is not only the manager’s
privilege to be out loud, but he needs to encourage others to talk as well. The
manager has to be open to ideas and feedback that the subordinates may have.
These meetings may arouse developing proposals, and if these proposals were
resolved, it would be good to make up the next date to talk the topics through. If
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these kinds of developing propels do not progress, it can cause irritation among
the employees. (Rubanovitsch & Aalto. 2007, 121, 123-125.)
The manager is the one who leads the selling process and his salesmen. He is the
one who is finally responsible that everything succeeds. The company’s success is
mainly based on the co-operation of the manager and his subordinates. His job is
to develop a team that works effectively towards the common goals. The manager
needs to know the weaknesses and strengths of his subordinates. The team’s
working efforts should be a high quality and there should not big too big
deviations. If some deviations are found, it is the manager’s job to stick to them
ambitiously and develop them if needed. He has to have the whole picture of the
process in his head, so that he can control it smoothly. (Rubanovitsch & Aalto.
2007, 128.)
One of the most rewarding jobs that the manager has is strengthening the self-
respect of his subordinates. He can help them to succeed better with their work.
Sometimes the team may involve some salesman that may know everything better,
but it is the manager’s job to correct his opinions and attitudes. The manager has
to be proud of his team and its efforts. He needs to transmit this attitude to his
subordinates as well. It is not the same as arrogant, but the aim is that the
subordinates could show their pride in the company and the work that they do
towards their customers. It gives confidence to the customers about the company
and the salesman. (Rubanovitsch & Aalto. 2007, 128-129.)
It is important for the manager, who leads the selling, to recognize the levels of
the customers’ needs. It helps him to lead the salesmen correctly in the selling
situations. The leading of the salesmen can be divided into three different steps:
? The passive need
? Active but unclear need
? Recognizable overall need
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The salesman, who spontaneously contacts the different companies, meets them
often in step one. The aim of the customer meetings in this step is try to move
them to step three, to more comprehensive results. It is important that the
salesman identifies the current situation that the customer has. It clears the picture
in which step is the customer now, and the salesman can progress accordingly.
About 75% of the customers that the salesman meets, do not seeks for active
result after the first meeting (step one). About 20% of the customer’s are
comparing actively different opinions and are considering investments for real
(step two). Only about 5% of the customers have made up their mind to buy
before the meeting (step three). (Rubanovitsch & Aalto. 2007, 130.)
The manager plays an important role in this part. If the manager is leading his
subordinates to concentrate only on customers that are in step three, he gives
opportunity for the rivals to attack to the customers that are in steps one and two.
The consequences can be fateful, because most of the customers are in the steps
one and two. The salesman needs to be observant. If he cannot clarify the
customer’s overall need or the customer does not understand all the benefits of his
overall needs, he may transfer his acquisition or the need can change into being
passive. The customer may feel that the most secure result is to continue the
present situation, without any new risks. If the customer feels himself
uncomfortable or being pressured, it is the salesman’s job to calm the selling
situation down by going through the earlier steps of the selling process.
(Rubanovitsch & Aalto. 2007, 132.)
The manager has a major role in helping and guiding his salesmen to proceed
from one step to another. The most important thing is to close a deal with the
customer. The manager needs to take part together with the salesman in the
negotiations with the customer. He can give some hints and guidelines to the
salesman, but the salesman himself has the major role in the negotiations. Before
moving on to the crucial step three, the manager needs to go through with the
salesman carefully all the earlier selling process steps. However, if the manager
does not take part in the negotiations with the customer, he needs to go through
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the upcoming selling situation and prepare the salesman for all the questions that
he may encounter. The manager has to make sure that the salesman can explain all
the benefits that the product has and how is the overall investment. (Rubanovitsch
& Aalto. 2007, 132.)
The selling team can be composed of different specialist salesmen. These
salesmen are working a lot in the customer’s workplace and they travel a lot.
These kinds of people are more difficult for the manager to control. The manager
needs to find a balance between electronic communication and face-to-face
communication. It is clear that these kinds of salesmen are more difficult for the
manager to control, not only because they travel a lot, but also because they know
their job description very well and they may sometimes feel that they are their
own bosses. It can give pressure to the manager. The salesmen that are these
specialists in their field are harder to replace. They have their own special contacts
and customers, which can be very difficult for a new salesman to control. For the
manager it can be difficult to be aware of his salesmen’s knowledge about the
selling, because they are always on the run, or that all the salesmen do not even
know each other, because they have never had a change to meet. Different
departments may have different reputations. The team should have common goals,
set by the manager, so that they could feel togetherness within a group. This leads
to higher customer satisfaction. It is the manager work to make the salesmen a
common group, set the same goals for everyone and lead that everything is
happening as planned. (Rubanovitsch & Aalto. 2007, 133-136.)
5.8 Time management
All the planning and actions need time good planning. Usage of time and time
controlling can be important to the outcome to the company. When planning the
usage of time, there should be some factors thought through before. How much
time one spends; on building new customer relationships, on maintaining old
customers, on customers which have only a little buying potential and on
customers that have a lot of buying potential. (Alanen, Mälkiä & Sell. 2005, 45.)
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Time management planning starts from setting certain goals for one’s actions. If
planning is not done well it can easily be aimed at the wrong things. It is
important that all of the personnel are informed about the time controlling issues.
If a good planning does not reach the goals that are set for certain results, maybe
that the right things are not being planned well enough. (Alanen, Mälkiä & Sell.
2005, 45; Rubanovitsch & Aalto. 2005, 35-37.)
The company politics and practices specify on whose responsibility the time
management in the company is. Is it the salesman or the boss or the both? On
managing one’s own time management, the salesman has the responsibility to
manage his own time in a way that he has enough time for each customer and for
his own work. The better seller the salesman is, the better he can manage and
develop his own time and the way of working. (Alanen, Mälkiä & Sell. 2005, 45.)
5.8.1 Active selling time and time thieves
The aim of time management is to increase active selling time. It includes the
prevention of the time that is used on the wrong things that are unnecessary for
the salesman as well for the end result level. It is also a way to determine the time
spent on the time routines. Active selling time is the time when the salesman is in
contact with the customer. All the contact that the salesman has with the customer
is useful for the salesman and his business. When building up a relationship with
the customer it is important that the salesman recognizes the duties that have an
impact on the results. One big matter is to determine which is more beneficial for
the result; that the salesman sells one product fast, so that he can start up a new
customer relationship or that he spends more time on building up the relationship
with the customer and later on tries to sell the whole product that may have many
other services. Effective can mean a lot of different things. (Alanen, Mälkiä &
Sell. 2005, 46-47.)
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5.8.2 Ineffective working methods
All the jobs involve some sort of time thieves. In the selling the time thieves can
be:
? Doing different jobs at the same time. There is not enough time for all of
them until the end, or at least doing one well.
? The work not being planned well. The salesman plans his work wrongly;
he may do his work in pieces. The transition from one job to the other
requires time and energy.
? The misjudgment of the time. The estimated time for certain job is too
narrow. This causes too tight time lines and, because there is not enough
time for each job, it causes a chain reaction to the next jobs.
? Work is done alone. More and more jobs require the knowledge of more
than one person, who may not have enough time, information or skills for
the work. The utilization of the knowledge of the others and dividing one’s
own knowledge is a base for effective working.
? Bad communication in the selling group. Communication has a big role in
the selling and when the communication is not divided enough and it is
being hold back in a group it causes a trouble. As a result, it can cause
wrong decisions.
? Interruptions. Unnecessary interruptions are unavoidable in a company
that has a lot of personnel, or the working environment is hectic. The
interruptions can be avoided by controlling common ground rules.
? Ineffective group meetings and customer meetings. The meetings can be
badly conducted and this can make the actual working ineffective. If the
meeting is not well organized, the topics can easily slip into issues that are
not relevant.
? Delaying. The salesman does not want to grab on the duties that are
uncomfortable. A good guidance by the boss, good follow up systems and
self-control help to grab on the works that are not so pleasant to do.
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? The problems with technical devices. The salesman does not get fast help
with his technical devises. The maintenance of these technical devises is
important, in order to determine the annoying problems. (Alanen, Mälkiä
& Sell. 2005, 46-47.)
Often working is balancing between different things. Partially, salesman can
anticipate his duties. This makes the working easier and faster. The changes
cannot be predicted, but there always is a way to make a spare plan. Usually many
of the changes are happening without anticipating and this makes the working
even busier. It is impossible to control all the changes, so it is wise to develop
one’s own attitude forward the unknown changes. Prioritizing the works into
important and less important helps to control the works. The better the salesman
can judge the meaning of things, the better he learns to control his time. The
salesman makes more profit in the same time and can achieve his goals faster.
(Alanen, Mälkiä & Sell. 2005, 47.)
The working day should be organized in a way that all the work-related issues are
taken care of. The working day involves customer meetings, emailing, a lunch
with the boss, writing offerings and arranging different things. It is important to
separate the work and private time. In a hectic working environment the work and
private time can easily be mixed. It is important to plan the working days well, so
that the works do not come to one’s home.
5.8.3 Five types of time
The salesman can classify his own works on the basis of what he does in the
working time and what is the meaning of these to the outcome. The salesman
spends his time not only to the selling but also to other duties. Salesman’s time
can be divided:
1. Immediate selling time, which means the time when the salesman is
negotiating with the customer and meeting him. Essential issue in this is
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that the salesman has an opportunity to influence the customer. Immediate
selling time has direct impact on the sales results. This is the most valuable
time for the salesman.
2. Indirect selling time means the time that the salesman spends on the
preparations before meeting the customer. It involves settling the customer
meetings, making and sending offerings and receiving offerings.
3. The extra time that is needed to the selling, which means the time when
the salesman is making the base for the whole selling. He is planning and
organizing his works. It means also going into different trainings,
travelling to the customers working place.
4. The time needed into different duties means the time that involves making
the reports and other administration works. The more organizational the
company is, the more the salesman has to do this kind of works and spend
a lot of time with the works that take time from other important areas.
5. Personal time is the time that involves maintaining the car, taking care of
banking things and other personal appointments. Many of these
appointments can be arranged in a way that it is not away from the
working time. Often this area of issues is not planned well enough, and if
it would be planned well, it would not be away from the precious working
time. (Alanen, Mälkiä & Sell. 2005, 49.)
5.8.4 Time management plan
Our own attitude influences, how willing we are to increase the effectiveness of
our own time. All the working involves some areas that are not as interesting as
some other areas, but if we are not doing those areas as well as the areas that we
are more interested in, it can have a negative influence on the results of our work.
If the attitude is negative, the results cannot be effective either. (Alanen, Mälkiä &
Sell 2005, 50.)
The first step is to see the work as a whole and see its character. The aim of the
salesman is to get buying decisions from the customers and all the time that goes
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on the taking care of secondary works, is away from this influencing time. The
time that is used in a wrong way may cause a circle of troubles. For example if the
immediate selling time is too narrow and the salesman substitutes it from the
indirect selling time. This causes that the time for planning the customer meeting
is too little and the salesman concentrate on the customer’s situation too little. And
it causes that the salesman concentrates on the customer too little and has too little
impact on the customer. This reduces the salesman’s opportunities to reach his
goals. (Alanen, Mälkiä & Sell. 2005, 50-51.)
One way to make the time more effective is to divide the whole time into small
pieces, based on the time that is spend on different duties. Total time is 100%. The
most time should be concentrated on the immediate selling time or indirect selling
time. That way the work is effective and it is aimed in the right way. The more
effective the time management is, the more time the salesman has to meet the
customers and also meet new potential customers. He has enough time to
concentrate on each customer. Nowadays the selling requires a patient customer
network collecting and creating. It also means that it requires more time and effort
on the behalf of the salesman. (Alanen, Mälkiä & Sell. 2005, 50-51; Rubanovitsch
& Aalto. 2005, 37.)
For the company to reach its goals, it requires a lot from each employee. All of the
employees have to set their own goals with the help of the boss. It requires good
communication, good leading, motivating and setting up reachable goals. All of
the personnel have to be aware of the common goals and the goals that they have
set for themselves. (Alanen, Mälkiä & Sell. 2005, 50-51.)
5.9 Selling support
Currently Case Company's salesmen have six kinds of promotional aids
supporting their daily work. Those promotional aids are designed to offer all the
resources the salesman needs.
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The promotional aids are:
? Brochures that are representing all the hard facts about the product.
? Inactive dummies for safe handling during the demonstration.
? Demo products that are identical with the real product.
? Argumentation binder for comparison between the Case Company's
product and competitor's product.
? Flash-based information package on a CD that includes all the information
on the product, its usage and related researches.
? Sales training program.
Case Company actively measures and developes the knowledge and performance
of its salesmen. The used instruments of measurement are personal development
discussions, sales meetings, exams, sales follow-up program and CRM program
for projects. Currently Case Company's Nordic organization does not offer much
hands-on support to the salesmen. As a result of that the responsibility of the local
superior is relatively high. The work includes a vast amount of tacit knowledge
and sharing that knowledge takes a long time. (X. 2010.)
5.10 Summary of the theory
This thesis has dealt with different theoretical aspects. First of all, the term
“customer” has been opened. It is important to understand what is the customer,
how he can be described and his buying motives. It is important to understand
customer’s buying motives to be able to know what and how to sell something to
the customer. The customer has to be grouped as well. This helps the seller to
serve the customer better and saves the seller’s time. As mentioned earlier, this
thesis focuses on business-to-business selling, so by customer it is meant that it
the business where the goods are sell, is the customer.
After the first section, the focus is on customer commitment. In order to
understand completely what customer commitment is, one has to understand what
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the customer and his buying behavior and motives are. After the section on
commitment, the concept of bonding is talked about. There are many kinds of
bonds, such as social and financial bonds. Each bond can be perceived as a
negative or positive bond. Negative bonds work as exit barriers in the business
relationship while positive bonds generate a real value into the business
relationship. After dealing with the different bond types, the concept of value-
added selling is presented. The value-added salesman actively seeks ways to
enhance the level of customer satisfaction. That ultimately increases the number
of committed customers. These concepts that are presented in section four are
very important in order to internalize what is the thread of this thesis.
The final theoretical section was about the selling process. This section involved
the whole selling process theoretically. It is important to determine exactly what
the selling process is. The process is a chain of actions that consist of various
minor actions. It involves different functions such as building confidence, delivery
and after sales. It can be repeated, reiterated and modeled. The selling process
consists of many smaller processes with one customer. The difficult part in this is
that usually the different processes proceed at the same time. With the help of
good selling processes, the salesman can concentrate on making the right
decisions at the right time. Overall, the selling process can be divided into four
different phases which are; building confidence, analysing, creating a solution and
evaluating it and finally closing the deal. All these four phases are a vital for the
salesman to understand in order to end up in a successful deal with the customer.
Section five mentioned the key account customers, which are vital for the
business. The key account customers are determined by the amount that they buy.
It is mentioned that it is important for the company to determine beforehand the
basis that defines what is the key account customer.
The importance of personal selling cannot be highlighted enough in this thesis.
Personal selling is measured as the largest single budget item in most business-to-
business markets. Personal selling is thought of as an important form of customer
service because the salesman provides a personal touch. In an ideal situation, the
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salesman diagnoses the customer's needs and custom fits the product to meet these
needs. When the part of personal selling is treated, it is easy to move on to trust-
based selling. Trust-based selling is an important part of personal selling. It means
that the salesman is worthy of the customer’s trust. In trust-based selling the
salesman’s aim is to understand the objectives the way the customer does. Every
salesman needs to be lead by someone. That is why one part of the section five is
about managing the salespeople. That person is sales manager. The sales manager
manages, supervises and leads the sales force forward the goals set by the
company. An experienced salesman does not usually need supervision, but he
needs someone who manages his work duties and responsibilities. The sales
manager needs to be skilled in many areas in order to lead the salesman correctly.
An important part of the selling process is time management. The salesman needs
to set his time well, in order to achieve the best outcome of his actions. He needs
to be aware of the active selling time and time thieves. The salesman can easily
work in a way that is ineffective. He needs to be aware of all the issues that are
irrelevant for the work he is doing. Partially, the salesman can anticipate his
duties. Lastly in the section five was talked about the sales support and the tools
that can be used additional tool in the selling process.
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6 EMPIRICAL STUDY
6.1 Inquiry
The research problem with its minor research problems is aimed to be solved by
theory and empirical studies. Empirical studies included interviews of Case
Company's representative. At first, in the empirical study, is solved how Case
Company is performing in the operational field. After that the issues that are
solved are compared to the theory and its conclusions. Finally is sorted out how
current actions can be developed. Better and more efficient model of selling
process is aimed to be created with the help of the theory and empirical study.
The inquiry (APPENDIX 1) was implemented in the spring of 2010. It included
every X-ray laboratory in Finland. Overall there were 25 laboratories and they
employed 58 people. The inquiry was sent to those people. The respondents were
doctors, nurses and people who are interpreting the results.
However there are some reliability issues that have to be raised. The respondents
listed were given straight for the subscriber, although the listing covers all the x-
ray laboratories those are in Finland. The responded percentage was 67. 38 out of
58 respondents replied to the inquiry. The number of respondents can be thought
of as reliable because the amount of respondents was 67%. Other reliability issue
is that, describes the number of respondents well enough the whole material? It
can be questioned if all the positive customers have only answered on the inquiry,
because the results of the inquiry are so positive. Still, the number of respondents
is relatively high so it can be stated that not only the most satisfied customers
have replied on the inquiry.
Some sources of error have to be raised as well. At the time when the inquiry was
implemented in Europe there was an air strike because of an ash cloud from
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Iceland to Europe. Almost all the flights in Europe were canceled for almost three
weeks. This natural disaster might have affected on some results.
The inquiry was implemented as anonymously. Anonymity was chosen because
that way the respondents can answer more freely and openly. The inquiry was
implemented web-based and in the website www.webropol.com. The number of
respondents was relatively high, so that is why we chose to implement the inquiry
only in the Internet and not by phone.
The inquiry was a partly quantitative and partly qualitative. The inquiry contains
quite many open questions, so that is why it was implemented as a mix of these
two. The objective was to achieve also straight and negative feedback without
fear. The real objective was to develop Case Company’s actions and not only look
good in the eyes of the others. With the real and honest answers from the
customers, Case Company’s actions can be improved.
Qualitative research method is a method which represents the collected data in
numerical form. The most usual data collection methods for qualitative researches
are interviews and inquiries. Qualitative method is suitable for researches that
include large amount of data. (Uusitalo. 2001, 70-82; Hirsjärvi, Remes &
Sajavaara, 186-188.)
Qualitative research method used to find interrelationships between different
factors. Qualitative research is also used to gather new information. This research
method concentrates on verbal and visual data collection and interpreting.
Qualitative research method is often used in marketing and product development
researches. (Uusitalo. 2001, 70-82; Hirsjärvi, Remes & Sajavaara, 186-188.)
6.1.1 Section one – Background information
In this first section the aim was to compartmentalize the respondents. This way it
was easier to make different conclusions of the respondents. This section was in a
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way a “warm-up” before the actual real questions. The questions in this section
were chosen together with Case Company. In the first question it was asked: How
long experience do you have from the medical field? There were four different
alternatives to choose from. The alternatives were one to four years, five to nine
years, ten to 14 years and over 15 years. One respondent chose the alternative two
and three. 37 respondents chose the last alternative, over 15 years.
The second question was an additional question to the previous question. The
question was: how long experience do you have from the isotope field? The
alternatives were the same as in the question one. It was assumed that the question
one and two would receive almost the same results and that the experience from
the field would correlate with the years from the isotope field. Four respondents
chose the first alternative, nine respondents chose the second alternative, three
respondents chose the third alternative and the last alternative was picked by 23
respondents. The results were a bit different than assumed. The experience from
the field was not necessarily the same as the experience from the isotope field.
6.1.2 Section two – Communication with Case Company
The questions that are chosen in this section are selected in co-operation with
Case Company. Case Company was willing to know what the customers thought
of the communication and they were also willing to know if they kept enough
contact with the customers.
In this section the respondents were asked to describe their communication with
Case Company. The section had six different types of questions. They all were
about communication with Case Company.
Question number four was about describing generally the communication with
Case Company. The question had five different levels of communication to choose
from, from perfect communication to very difficult communication. The last spot
was for the people who were not in touch with Case Company at all; they could
go straight to the question number ten. Over a half of them were totally satisfied
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or satisfied with the communication. Only four of the respondents thought that the
communication is inconvenient. Three of the respondents were not in touch with
Case Company at all. Generally the respondents were satisfied with their
communication with Case Company.
Inquiry
In question number five it was asked whether the appointment with Case
Company’s representative could be arranged quickly enough.  The result was
obvious, 30 of the respondents thought that the appointment could be arranged
quickly enough. Three of the respondents thought that the appointment could be
occasionally arranged quickly enough. Only one respondent thought that the
appointment could not be arranged quickly enough.
Question number six was an additional question to the previous question. In the
question, it was asked how often you would like to meet the Case Company’s
representative. There were six different alternatives to choose from. The
alternative were; more often than once in a month, once in a month, every second
month, every third month, every six months and the last choice was open question
were the respondents could tell their own opinion how often they would like to
meet. Nine of the respondents thought that it would be nice to meet every three
months. 11 of the respondents thought that every six months would be the most
convenient to meet. Most of the respondents, 16, answered to the open question,
I am not communicating with Covidien myself
Communication is very difficult
Communication is generally inconvenient
Communication is mainly fluent
Communication is very easy and fluent
0 2 4 6 8 10 12 14 16 18
CHART 5: Which of the following alternatives describes best the
communication with Case Company?
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where they could tell in their own words what the most convenient timescale to
meet is. 11 of these respondents thought that they would like to meet when it is
necessary. Only two of them could specify what they meant with that, and it was
when there was some new information about something or when there were some
troubles. Four of the respondents thought that once in a year would be the best to
meet. Only one respondent would like to meet every second year. It can be
assumed that this respondent sees that it is enough to meet only once in the
contracting period and this time would be when the contract is being renewed.
In question number seven was a statement; “Case Company keeps enough contact
during the contract period”, on which the respondents had to answer if they agreed
with it totally, agreed with it somewhat, disagreed with it somewhat, were totally
disagreeing with it and to the last spot could answer those who did not have an
opinion of it. 22 of the respondents were totally agreeing with the statement. 13 of
the respondents were agreeing with it somewhat. Only one of the respondents was
disagreeing with it somewhat. The last two alternatives were not picked at all.
Question number eight was an additional question for the previous one. In this
question, it was asked how often you would like Case Company’s representative
to contact you? This question was an open question. From the answers, it could be
seen that the respondents are satisfied with the way Case Company is keeping
touch now. The current practice is seen a positive way. The respondents like to be
Neither agree nor disagree
Strongly disagree
Disagree
Agree
Strongly agree
0 5 10 15 20 25
CHART 6: Please select the answer below matching the following
statement?
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informed every time there are some new announcements or practices that they had
to be aware of. The best time period to contact the customers would be once or
twice in a year. That way the customers can be informed of the possible new
practices or it could just be to ask if everything is going well and if the customer
has something on his mind he would like to talk about. For the customers it gives
a picture that they are important and that they are taken care of.
Question number nine was an open question where the respondents could tell in
their own words how the cooperation with Case Company is going on. The
number of the respondents in this question was 31. The feedback was positive.
The cooperation with both representatives was considered very fluent and the
respondents thought that they are informed very well of all the possible problem
cases and issues. Both representatives are easily approached.
6.1.3 Section three – Factors affecting on supplier selection
The questions in this section were chosen based on the theory part 3.2 and 5. The
aim of this section was to determinate respondents buying behaviour and motives.
The lists of evaluated variables were chosen based on the theory that was dealing
with selling process. Some variables, such as price, were intentionally left out
from this question.
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The respondents were advised to choose three most important factors that they
value most.
TABLE 1: Choose three most important factors that you value the most.
(1=the most important 2=secondly important 3=thirdly important)
1 2 3 In total Weighted
average
Weighted
mean
Knowledgeable representative 3 4 2 9 2,11 2
Product quality 22 9  3 34 2,56 3
Delivery times 1 7 10 18 1,5 1
Delivery reliability 8 15 8 31 2 2
Ease of doing business 0 0 2 2 1 1
Product support 0 0 1 1 1 1
Terms of payment 0 0 0 0 0 0
Representative’s support
during the contract period
2 0 4 6 1,67 1
Established social bonds 0 0 2 2 1 1
Other, what? 3 1 3 7 2 2
In total 39 36 35
Product quality is rated to be the most important individual factor that affects
supplier selection. 34 respondents listed product quality to be one of the three
most important factors when choosing the supplier. The weighted average of a
product quality is 2,56. The second most important factor is delivery reliability. 31
respondents listed it to be one of the three most important factors when choosing
the supplier. Delivery reliability's weighted average is 2.
Respondents were also given the opportunity to list their own variable in the
Other, what? -field. Four respondents listed the price to be one of the key factors.
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Three of the respondents used that option because they did not understand that
they can only choose 3 variables.
6.1.4 Section four – Current situation
In this section the questions are picked from the theory. The first question in this
part is invented from the theoretical part 4.2 which dealt with customer bonding.
Case Company wanted this question to be included in the inquiry as well. The
second question related to the theory that dealt with selling situation, in the part 5.
This section was about the current situation. In this section, there were three
different questions. All the questions were about how well Case Company has
performed overall.
In question number 12, it was asked how important a partner Case Company is.
The question has four different alternatives, from very important to not important
at all. 20 of the respondents thought that Case Company is a very important
partner for them. 16 of all the respondents thought that Case Company is quite an
important partner. Only two of all the respondents thought that Case Company is
not quite important to them. The last alternative, which was not important at all,
was not answered at all. The alternatives showed that Case Company plays a big
role in the respondents actions.
Not important at all
Not so important
Pretty important
Very important
0 5 10 15 20 25
CHART 7: How important partner Case Company is to you?
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In question 13 the respondents were asked to describe how well Case Company
has performed in the following areas; sales negotiation, payment arrangement,
delivery reliability, product training, technical support, communication during the
period of contracting and taking care of the reclamation.
The respondents were able to select in a different choice in every spot. The scale
was from one to five, one was the worse and five was the best. The first one was
selling situation and 34 respondents answered to this. 13 of them chose the spot
three, 15 of them picked the spot four and six of them chose the spot number five.
Spots one and two were not picked at all. The average in this question was 3,79.
The results in this part showed that the respondents thought that the selling
situation is well handled because the spot number four received the most answers.
The second spot was the payment systems and 34 respondents answered to this.
One of them chose the second spot, 12 of them picked the spot three, 13 picked
the spot number four and eight of them chose the spot number five. The average
in this question was 3,82. The spot that received the most answers was the fourth
alternative. It shows that the payment systems are fluently taken cared of. 39
respondents answered the third spot, delivery system and it was the most
answered in this whole question. Six respondents picked the second spot, four
respondents picked the third alternative, 17 respondents chose the fourth
alternative and the fifth alternative was picked by 12 respondents. The average in
this part was 3,9. 17 respondents picked the fourth alternative and it was the most
answered. It shows that the respondents are satisfied with Case Company’s way of
taking care of the delivery security and the respondents feel that they can trust on
the delivery timetable. However, in this part the second spot received the most
answers. The most respondents answered this question, but it also received the
biggest scale among the worst and best alternatives. 38 respondents answered on
the fourth part, product training. Three respondents picked the second alternative,
11 respondents picked the third alternative, 14 respondents chose the fourth
alternative and five respondents chose the fifth alternative. The average is this part
was 3,82. The fourth spot received the most answers and three respondents picked
the second alternative. It can be noticed that Case Company’s customers think that
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Case Company trains their customers well and that they are satisfied the way the
product training is done. 35 respondents answered on the fifth part, technical
support. Two respondents picked the second alternative, nine respondents picked
the third alternative, 16 respondents picked the fourth alternative and eight
respondents chose the fifth alternative. The average in this question was 3,86.
Again, the fourth part was the most picked by the respondents. This part received
big amount of answers to every fourth alternatives, which were answered. From
the answers can be seen that the customers are generally satisfied with the way
Case Company is giving technical support. 38 respondents answered the sixth
part, communication during the contract period. The alternative one and two were
both answered by one respondent, five respondents picked the third alternative, 21
respondents chose the fourth alternative and 10 respondents chose the fifth
alternative. Even though the level of respondents in this question was not the
biggest, the average was the biggest in this question, 4. This question also
received answers on the first two spots. 21 respondents picked the fourth
alternative. It shows that the customers are satisfied the way Case Company is
conducting it’s communication during the contract period. 35 respondents
answered the last part, reclamation. Two respondents picked the second
alternative, 12 respondents picked the third alternative, 15 respondents picked the
fourth alternative and last alternative was picked by six respondents. The average
in this question was 3,71. The third and fourth part received almost the same
amount of answers, 12 and 15. Still, the fourth alternative was answered the most
again. From the answers it can be seen that Case Company’s customers are
satisfied the way the reclamations are taken cared of.
The question 13 showed that Case Company’s customers are satisfied the way the
selling process is overall conducted. The fourth alternative was the most picked in
every part. The first alternative was picked only once. The overall picture in this
section was positive.
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TABLE 2: How well have Case Company performed on the following sectors?
(1=very badly …. 5=very well)
1 2 3 4 5 In total Average
Sales negotiation 0 0 13 15 6 34 3,79
Payment arrangement 0 1 12 13 8 34 3,82
Delivery reliability 0 6 4 17 12 39 3,9
Product training 0 3 11 14 10 38 3,82
Technical support 0 2 9 16 8 35 3,86
Communication during the
period of contracting
1 1 5 21 10 38 4
Taking care of the
reclamation
0 2 12 15 6 35 3,71
The question number 14 was open question where the respondents were asked to
describe if Case Company’s actions have changed in the past few years. The
amount of respondents was 22. Overall picture in this question was positive. Case
Company’s actions have bettered in the past few years notable. The actions have
become more fluent and there is more communication between the customers and
Case Company nowadays. Representatives are more active nowadays than before.
Case Company has also been able to shake off all the negative images that their
actions before had. Seven respondents thought that Case Company’s actions have
not changed at all.
6.1.5 Section five – Supplier changes
In this section the question are relating to the theory in the part 4 and with
together with Case Company. The part 4 was dealing with customer commitment
and bonding.
62
Section five was about the supplier changes. The respondents were able to tell in
their own words how they felt about changing the supplier. This section involved
five different questions and three of them were open questions.
In the question number 15 was asked how difficult the respondents felt the
supplier changes are. There were four different alternatives to choose from. First
one was very easy, seconds was pretty easy, third one was somewhat difficult and
the last one was extremely difficult. By this question could be noticed how easily
the customers are willing to change their supplier. 38 respondents answered to this
question. Four of the respondents answered the first alternative, which was very
easy. 18 of all the respondents answered that they felt the supplier changes are
pretty easy. 16 picked the third choice, that the supplier changes are somewhat
difficult. None of the respondents chose the last alternative. The results showed
that the customers do not feel that changing the supplier is difficult of
inconvenient.
Question number 16 was an additional question to the previous one. It was an
open question where the respondents could tell their own feelings and experiences
on the supplier changes. 25 respondents answered to this question. Based on the
respondent’s opinions, the most difficult part on changing the supplier was the
making of new instructions. The customers have to learn the new system, which
can cause problems first, that, is why they think that they are no willing to change
their supplier. The respondents were thinking that they do not necessarily want to
Extremely laborious
Somehow laborious
Somehow effortless
Extremely effortless
0 2 4 6 8 10 12 14 16 18 20
CHART 8: How do you experience a change in your current supplier?
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change their supplier because there is always a risk that they would loose a good
supplier. However when the customer has changed the supplier and done all the
necessarily steps, the cooperation has gone well.
Question number 17 asked what kind of help the responder would want to have
for the companies when changing the supplier or taking new product into usage. It
was an open question. 28 respondents answered to this question. Many of the
respondents wanted to have guidance by hand, so that the representative showed
exactly how to use new equipment or product and also a guidance book with clear
guidelines. Many of the respondents were thinking the same issues: trainings,
guidance and clear guidance. To them is would also be important that the
representative would come to theirs place to show exactly how everything works.
In the question number 18 was asked if there were any differences in actions
among other suppliers and Case Company. The respondents could just answer yes
or no. 37 persons answered to this question. The results showed that 57% of them
thought that there were no differences among the suppliers. However 43% of them
thought that there were differences among them. In the next question the
respondents could tell better what kind of differences there were.
Yes
43 %
No
57 %
CHART 9: Are there notable differences among other suppliers way of actions?
The question 19 was an additional question to the previous one. If the respondents
answered, “yes” to the previous question, they could describe in this question
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what kind of differences there were among the suppliers. This was an open
question. Only 15 of them answered to this question. Many of the answers were
about orders. The orders were electrically and these orders should be answered
every time. Other major issue was the lack of communication. The only time the
supplier contacts them, was in the contracting period. One person thought that
Case Company’s order practice through Sweden causes problems in the iodine
orders.  One responder thought that domestic supplier is always more trustworthy,
because there was none of the aeroplane strikes. However this may not be very
trustworthy answer, because at the time when the respondents answered to this
inquiry there was ash could which forced every airline to cancel almost all the
flights in Europe.
6.1.6 Section six – Reclamations
The questions in this section are chosen together with Case Company.
Reclamation questions are somewhat relating to the theoretical part 5, which is
dealing as a whole selling process.
This section was opened by the following question: Have you had any reclamation
during the current contract period? Thirty-five percent of the respondents told that
they have had reclamation during the current contract period.
Yes
65 %
No
35 %
CHART 10: Have you had any reclamation during the current contract period?
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Those thirty-five percent of the respondents were advised to answer the following
open question: How satisfied are you with the way the situation was managed?
Apart from one answer the feedback was clearly positive. The most commonly
used answer contained the word satisfied. The fact that the same word was
occurring in both, the question and the most commonly used answer, is suggesting
that the question was somewhat too leading. Leading or not, the question did not
rule out the possibility of giving negative feedback.
Those thirty-five percent of the respondents were also advised to answer the
following question: Have some other supplier managed reclamations in a better
way? If so, how? According to this inquiry the most notable difference is that
some other supplier is paying the customer some sort of atonement in case of
delivery problem. The majority of the respondents did not bring out any kind of
difference.
The last question of this section was: How would you like to be informed in case
of delivery problems? The question type used was open question. By far the most
desired method was using both e-mail and phone call. Naturally the respondents
would like to be aware of delivery problems as soon as possible.
6.1.7 Section seven – Cooperation
The questions in this section are formed together with Case Company. There are
no direct link between the questions and the theory. This section gave the
respondents real possibilities to propose new ways of collaboration.
First question of this section was: What kind of cooperation do you have with
your suppliers. The most common answer was including simply the routine
functions, such as ordering, delivering and using. Only a few respondents listed
other forms of cooperation such as discussion of imaging practices and imaging
substances under development.
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Second question of this section was: What kind of cooperation do you wish Case
Company could offer to you? To open up the question following examples were
given: conferences, lectures by specialists and round table discussions. The
question type was open, because we wanted to give respondents a real possibility
to have an influence on the cooperation methods used in the future. 81 percent of
respondents mentioned lectures by specialists as a one wanted form of
cooperation in their answer. Other points that arose were annual meetings and
refresher courses within few units. Topics mentioned were clinician training,
medicine quality control and nuclear medicine quality assurance.
6.1.8 Section eight – Trust and commitment
The questions in this section are chosen based on the theory dealing with
customer commitment. This section describes the current level of commitment in
general terms. These question are also used to determinate the existing bond
types. By measuring the current level of commitment and finding out the
correlations between other variables we are hoping to find out ways to improve
the level of customer commitment.
This section was opened up by the following question: Generally how satisfied are
you with the Case Company's way of actions?
Respondents were advised to choose the most convenient alternative of the
following options:
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All of the respondents chose either extremely satisfied or somewhat satisfied.
Answers were divided equally fifty-fifty between those two options. That finding
is indicating a high level of trust and satisfaction.
Second question of this section was: How well have Case Company's
representative performed in the following section?
Respondents were advised to grade Case Company's representatives’
characteristics on a five-point scale.
TABLE 3: How well have Case Company's representative performed in the
following section? (1=very poorly 2=poorly 3=I do not know, why? 4=well
5=very well)
1 2 3 4 5 Mean
Activity 2 2 5 15 15 4
Reliability 2 2 6 15 13 3,92
Openness 2 0 8 13 15 4,03
Honesty 2 0 8 15 13 3,97
Extremely unsatisfied
Somewhat unsatisfied
Somewhat satisfied
Extremely satisfied
0 2 4 6 8 10 12 14 16 18 20
CHART 11: Generally how satisfied are you with the Case Company's way
of actions?
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6.1.9 Section nine – Future
This section is also related to the theory dealing with customer commitment.
In this section we asked how the respondents see the relationship with Case
Company in two years' time. Respondents were advised to choose the most
convenient alternative of the following possibilities.
51,3 percent of the respondents told that they Case Company will definitely be
their supplier. 38,5 percent of the respondents told that Case Company might be
their supplier. 10,3 percent, rest of the respondents, did not have an opinion
considering the relationship with Case Company in two years' time. The result
indicates that some sort of bond between the respondents and Case Company is
existing and that the respondents are generally quite committed. The bond type
can not be concluded based on that finding.
6.1.10 Section ten – Free word
In this last section were two open questions .The aim of this section was to give
respondents a change to say anything they want. This was a customer friendly
question where the respondent was able to say anything freely. The first one was:
are there any sectors that Case Company could perform better? 18 respondents
I do not have an opinion
We have changed our supplier
We are considering to change our supplier
Covidien may be our supplier
Covidien is deffinitely our supplier
0 5 10 15 20 25
CHART 12: How do you see the relationship with Case Company develop
in two years' time?
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answered this question. The feedback was positive. The respondents seemed
happy with the way things are done with Case Company. Only one respondent
gave negative feedback and it was about the iodine delivery reliability. It was only
mentioned that Case Company should concentrate more on that.
The other question was: do you have anything in your mind that you would like to
discuss more? This was an open question. The aim of this question was to give an
opportunity to discuss some issue that was not mentioned or asked in the previous
questions. The aim of this question was also to leave a good picture of the inquiry
and Case Company. 15 respondents answered this question and 13 of them were
positive. Only two of them gave some criticism. One respondent mentioned that
when the customer meeting is booked, it should be noted that the time is limited,
only 30 minutes. An other respondent mentioned that the personal communication
with the representative is deficient.
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7 DEVELOPMENT SUGGESTIONS
This section deals with the development suggestions. This thesis has dealt with the
selling process and after that with the empirical study where it is seen how the
selling process is working in practice. After that the weak points could be seen
between the theory and practice. This section will analyze and suggest the
possible development suggestions for actions. The suggestions are divided into
two different parts: increasing employees’ commitment and customer segmenting.
The first section will suggest different actions, how to commit the current
representatives more. The second section will suggest different ways to add
customer satisfaction, based on the customer segmenting.
7.1 Increasing employees' commitment
Based on the inquiry and its results it can be seen that the selling process is carried
out well. From the inquiry it can be seen that the customers think that the
representatives manage their duties, as the customers want. It is positive that the
relationship with the representative and customer is good and trustworthy. On the
other hand this can be a negative factor. Are sales lying too much in the hands of
the representatives? Which is doing better, the selling process itself or the actions
of the representatives? If the selling is too much in the hands of the
representatives, the selling process cannot be modeled so well. The
representatives have tacit knowledge and their own personal way to act, which
makes the modeling harder. This is why it is important to commit the
representatives that are valuable. From the inquiry it can be seen that the
customers are happy with the way they are conducting business and that they are
satisfied with the representatives they are doing business with. So that Case
Company is able to keep up the good level of customer satisfaction, it should
commit the representatives they already have and develop their skills even more.
It can be noticed that both representatives have a big responsibility and huge
amount of work geographically. This may cause some problems in the future. Are
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they willing to keep up with the amount of work they have? It can be assumed that
not. At this point additional responsibilities or money may not be the most
convenient way to commit the representatives. Or if the way to commit is to add
responsibilities, it is wise to consider is it the correct way? One way to commit the
representatives could be hiring a third person, to divide the responsibility and the
amount of work. The representatives could divide their work duties
geographically and in that way make it more available to the customer. This could
lead to even higher customer satisfaction.
From the results that the inquiry shown, it is seen that the level of business Case
Company is conducting now is high. The customers are satisfied and there are not
major issues that are not working well. In the inquiry it was asked: how well has
Case Company performed in the following sectors? The factors included every
step of the selling situation. The average in every part was over 3,7. This shows
that Case Company’s current situation is good. In the inquiry, the same kind of
wuestion was asked, but regarding the representative: how well has Case
Company’s representative performed in the following sectors? The factors were:
reliability, activity, openness and honesty. The average in every question was more
than 3,9. Both of these questions show that Case Company is doing the right
things extremely well. In order to keep these high numbers of customer
satisfaction in the future, Case Company ought to maintain its current level.
Briefly said, doing the same things correctly also in the future.
One issue that a few of the customers pointed out was the lack of product leaflets,
in particular, when introducing a new product to the customers. The customers felt
that they needed more information on the new product and its introduction. In the
future it could be wise to make a clear product leaflet and help the customers
personally when introducing a new product. The leaflet could include all possible
information on the product itself and its quality control. This could help the
customers to get the best out of the product and also to reduce the possible
problems in the future.
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7.2 Customer segmenting
At the moment Case Company is not actively segmenting its customers. Based on
the inquiry we searched different ways to generate customer segments. Three
segments were created to help Case Company's representatives to focus their time
on the right customers. That is essential for the representatives’ time management.
It gives   the salesman more time to concentrate on the customers who expect to
see Case Company's representative more often. At the same time it irritates less
the customers who want to meet Case Company's representative only infrequently.
These segments were created based on the each customer's desired interval
between meetings with Case Company's representative. The chart below
illustrates the created segments and the factors they value most while making the
buying decision.
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CHART 13: Customer segments.
Each of the created segments valued basically the same three things: product
quality, delivery reliability and delivery times. That means there is no need for
making more than three different customer segments.
Case Company's representatives will interview all their customers. After all of the
customers are interviewed Case Company's representatives will place each
customer into the right segment based on the segmenting criteria - desired interval
between meetings with Case Company's representative. All of the customers are
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given customer promise which includes segment's meeting interval (CHART 18).
An individualized customer promise is also given. Both of the promises are given
not only in verbal but also in written form.
Customer promises for each segment:
? CP1: We promise to a meet you once a year. We will also meet you more
often if needed.
? CP2: We promise to meet you every six months. We will also meet you
more often if needed.
? CP3: We promise to meet you every three months. We will also meet you
more often if needed.
Each individualized customer promise (IP) is tailored to meet the customer's
expectation values. It includes hand-on operations which guarantee the quality of
service in the desired factors. Those factors were chosen from the following
alternatives:
? Knowledgeable representative
? Product quality
? Delivery times
? Delivery reliability
? Ease of doing business
? Product support
? Terms of payment
? Support during the contract period
? Established social bonds
? Others
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CHART 14: CRM model.
Example:
During the interview Case Company's representative has found out the following
things about the customer:
? Customer's desired interval between meetings with Case Company's
representative is approximately six months.
? Customer rates support during the contract period to be the most important
factor while deciding the supplier.
? Customer rates product quality to be the second most important factor
while deciding the supplier.
In the example, the customer belongs to the segment two (S2) and therefore he is
given the following promise: We promise to meet you every six months. We will
also meet you more often if needed. Since the customer values support during the
contract period and delivery reliability he is given the following individualized
promises: We promise to provide you hands on training concerning both existing
and new products. We also promise to be reachable by phone, email, fax and mail.
X will be named to be your personal contact person. Similar hands-on promises
should be given also concerning product quality.
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